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CHAPTER 1 
INTRODUCTION 
In today’s market, the wine label seems just as important to the everyday 
consumer, as is the wine inside the bottle.  The problem with some wine labels is that the 
everyday wine consumers might not know what he/she is buying just from the label 
alone.  The data will reveal which types of colors and shapes are most appealing to 
consumers and aesthetically pleasing to the eye.  With this information, a winery can 
properly put together an aesthetically pleasing wine label that both looks good and 
attracts consumers to buy their wine. 
Hypothesis 
 Wine for most is a casual glass a night or on holidays with family and the types of 
wine vary from red to white.  There will be a large group of people who are unsure of 
what they are buying and that most purchases are made by recommendations or impulses.  
Consumers would like to have more valuable information on a wine label that would 
make it quick and easy to buy a bottle without a recommendation.  Although wine label 
esthetics is a large part of building brand marketing for a winery, the overall look of a 
bottle of wine is insignificant.  There will be very little correlation between the aesthetics 
of a wine label and the price and rate of the wine. 
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Problem Statement 
 Is there a relationship between art and wine labels, and how does it determine the 
price point of wine? 
Objectives 
1) To research and analyze the demand for more useful information on the fifty wine 
labels. 
 
2) To determine how label designs, shapes, and colors may be more aesthetically 
pleasing on fifty wine labels. 
 
3) To determine the correlation between wine label aesthetics and price of wine. 
 
Justification 
There are over one hundred wineries in Paso Robles area alone and over 1,200 in 
the state of California.  New wineries are created all over the California and they all have 
to do the same thing as all the other wineries: develop a wine label.  The data collected 
from this project is useful information and will be relevant for many years to come.  As 
more wine appear on the store shelves, it’s important for wineries to distinguish 
themselves from their competitors.  California itself has over 60,000 wine labels 
registered and sales of approximately fifteen billion dollars a year (Manick 2005).  The 
wine industry’s impact on the economy of California is greater than $45 billion dollars 
and is responsible for over 200,000 jobs (Manick 2005).    The results and conclusions 
that will be found through this research will help aid wineries in the development of their 
wine labels.  
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CHAPTER 2 
REVIEW OF LITERATURE 
  Some of the most prestigious wineries in the world are Opus One, Scarecrow, 
Harlan Estate, Chateau Lafite, Chateau Latour, Sassicaia, Hundred Acre, Gaja and they 
all have beautiful labels.  What makes a beautiful wine label? Is it color? Is it shapes? Is 
it simplicity? Is it abstract design? Is it all of the above?  It’s easy to tell if you see an 
ugly wine label because we all have, but can someone tell you exactly what makes a wine 
label stand out?  Everyday a new winery sits down with a designer and tries to produce 
what they think will be an amazing wine label, one that will make the consumer say, “I 
need that wine” (Stewart 2007).  Most wine producers know how powerful and 
influential a wine label can be to a consumer because instead of buying the wine in the 
bottle, you are buying a name and what you see.   
Some of the most famous wineries in the world have the simplest designs on their 
labels and in their case, less is more.  For example, Gaja is a world-renowned Barbaresco 
and Barolo producer from Italy.  A current vintage of one of his bottles will set you back 
about $300.  A Gaja wine label is black and white and has only three things on it; the 
name, the varietal and the vintage.  When one sees wine labels like Gaja, it can only 
confuse them more and make them, wonder what the true purpose of a wine label is.  
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Does it draw consumers in? Does it make a wine more desirable? And more importantly, 
does it determine the price point of the wine? Also the golden ratio is something that is 
crucial to the design of all wine labels and it is not something to be under looked (Livio 
2002). 
Preferences for Colors and Shapes   
 This article discussed the effect of wine labels on consumers and more 
specifically, the colors and shapes of wine labels.  The article directly relates to the 
research that will be conducted on the topic of wine labels.  The past ways of wine 
marketing and how wineries have labeled their wines in order to increase the appeal of 
their bottle, can be crucial to the success of their wine.  On the specific topic of colors 
and shapes of a wine bottle, this article tried to not only find out if consumers care about 
wine labels but also which colors and shapes might appeal to them more than others.  
What the research focused on was the relation to what a wine label should include and 
how can it be enhanced to attract consumers to their wine specifically. Interest in how 
label design can be used as a marketing device stems from ever growing competition in 
world markets, as well as changing age and gender patterns in wine consumption.  The 
end result of the study showed that there wasn’t relation at all to a consumer’s attraction 
to a bottle of wine, based on color alone.  With shape, there was a large difference in how 
much appeal a bottle of wine can have solely based on the bottle’s shape.  The 
information received from this article will definitely helps better understand how to 
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analyze data and better understand what information is already out there (Mello and 
Richardo 2009). 
Preferences for Labeling Attributes 
Robb looks specifically into the regulations California has for wine labels and 
how businesses should use them.  This project also talks about a standard procedure that 
a new winery could use to construct a regulation wine label.  The procedure would 
include detailed and laid out instructions on how to properly construct a California wine 
label.  The final report concluded that a procedure for labeling a bottle of wine in 
California would lessen the work and the confusion for wineries (Robb 1991). 
 Steiner discusses the importance of labeling attributes in the wine market.  The 
article mainly focused on varietals of wines and what countries and regions they were 
produced from.  The question is asked: “If a varietal of wine that is not synonymous with 
the region in which it is grown (e.g., Producing a Cabernet Savignon in a region like the 
Russian River Valley, known for its Savignon Blancs, Pinot Noir and Chardonnay), 
would that effect the consumers opinion and/or the price of the wine?”  The article 
discusses a lot of regions in the world that are starting to head more towards a new world 
take on wine and straying away from their original old world take (e.g. France).  A new 
world wine is considered to be the modern wine and what is mainly produced in the wine 
industry today.  New world wines are very fruit forward and are commonly characterized 
by such nuances like: blackberry, raspberry, cherry, cassis, pineapple and guava.  New 
world wines are very approachable to the average wine drinker and are commonly 
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produced in California.  Old world wines are becoming less produced year after year but 
are still considered to be some of the best wines in the world.  Old world wines are 
mainly produced in Europe and are characterized by such nuances like: bell pepper, wild 
mushroom, cat piss, barnyard, blue stone and dirt.  Old world wines are not very 
approachable to the common wine consumer and typically need many years of cellaring 
before the tannins soften and the wine is drinkable.  And for those reasons the demand 
for old world wine has dropped.   The conclusions show that there is skepticism amongst 
wine drinkers resulting in their hesitancy that would stay from a regions new take on their 
wine or a varietal that is not know from that particular region (Steiner 2002).       
Aesthetics and New Trends  
The designer had to create a unique wine label that not only stood out in the 
crowd but could also instantly inform the consumer of its quality.  The designer had to 
research the market, the wine itself, packaging specifications for wine and 
packaging/printing options for the client/product. The designer also had to research 
California’s wine label requirements and make sure that his design would have to be 
altered in order to complie with the requirements.  This is relevant for gaining knowledge 
of the design process from a designer’s point of view.  The end result of was a completed 
wine label, created 100% by the designer and meeting all of California’s wine label 
requirements (Herrera 2008). 
 9 
 This article talks about eco-labeling and the effects it has on wine prices.  Eco-
labeling is a very misunderstood certification and is up in coming in the food and 
beverage world.  Eco-labeling has become very popular among food products and 
ultimately has a positive effect of the sales on which it represents.  Eco-friendly wine 
products are a new venture in the wine industry, and the data collected for this research 
goes over what kind of views and statistics they found that consumers had with eco-
labeling on wine.  They found that since there is such a lack of information affiliated with 
eco-labeling, that consumers weren’t willing to pay the premium price that eco-labeling 
usually comes with.  Overall they found that eco-labeling had a negative effect on the 
consumption and pricing of wines that have been labeled with the eco friendly mark 
(Delmas and Grant 2008). 
Determinates for Purchasing Decisions of Wine  
This project tested and analyzed the effects of wine labels on college students.  
One hundred Cal Poly students took a survey that asked a series of questions about what 
they look for when they purchase wine.  Do wine labels matter? Do bright colors and 
fancy labels catch their eyes?  How do you usually purchase wine?  These are casual 
questions that the everyday consumer thinks about when buying wine.  The data collected 
from the project was important information almost six years ago and is still relevant 
today (Burman 2004). 
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Factors That Influence The Demand for Wine 
Price as a Determinate of Demand 
Argentina’s wine industry and the wine it exports around the world.  What the 
article focused on was how wines from Argentina are priced, and what variables 
controlled.  One of the main focuses of the article was looking at the wine labels that 
were being made for wines from Argentina, what information was being put on them.  
What was looked into was how the consumers looked at wines from Argentina and what 
consumers wanted to see on a wine label that would make them feel more inclined to 
spend more on a bottle of wine.  What was concluded was that the wine’s year and region 
that it was produced in had the most influence on consumers.  Also, blended wines from 
Argentina were far more popular then specific varietals that came from the same 
producers. Blends that included Malbec and Cabernet Sauvignon were some of the most 
popular wines to blend and held the highest prices as well.  Although this article focused 
mainly on the information on a wine label, it did conclude that a wine label could affect 
the overall opinion of the consumer.  That is to say, if a wine label was aesthetically 
pleasing to the consumer (i.e. color, shapes, font sizes, etc.) and then the label could have 
an overall effect on the consumer’s opinion of the wine (Burnhard, Martin, and Troncoso 
2008).   
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Determinates in Demand for Merlot and Pinot Noir 
This article discussed the change in the wine world, from Merlot drinkers to Pinot 
Noir drinkers and the affect that the movie “Sideways” had on them.  They had to first 
find wine drinkers that were willing to take the taste test and take a survey but also had to 
have watched Sideways.  The data collected would not only reveal taste results but as 
well the influence that the movie Sideways might have had on their palates.  The 
consumption of Merlot had a small negative decrease and Pinot Noir had a large positive 
increase.  Overall, the movie Sideways had a greater effect on Pinot Noir (Positively) 
compared to Merlot (Negatively) (Acosta and Cuellar and Karnowsky 2008).     
The Golden Ratio 
 The Golden Ratio is the rules of mathematics and dimensions of shapes.  It 
defines what makes an image or a piece of art aesthetically pleasing to the eye, when 
certain colors or shapes are paired together with particular mathematical dimensions.  
“The Golden Ratio is slightly easier to understand if one considers a line divided into two 
segments; a long segment (A) and a short segment (B).  This remarkable ratio occurs 
when the ratio of A to B is equal to the ratio of the entire line (A+B) to the longer 
segment (A) (McPhee 2008).   
This ratio is related to art and can definitely be used on wine labels with the 
distribution of colors and shapes.  “In other words, in the diagram below, point C divides 
the line in such a way that the ratio of AC to CB is equal to the ratio of AB to AC. Some 
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elementary algebra shows that in this case the ratio of AC to CB is equal to the irrational 
number 1.618 (precisely half the sum of 1 and the square root of 5)” (Livio 2002). 
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CHAPTER 3 
METHODOLOGY 
Procedures for Data Collection 
This data will be collected by randomly selecting fifty wine labels from a group of 
1,400  that have been given to us.  Once the fifty wine labels have been selected, the art, 
color distribution and shapes used on the labels will be evaluated.  After having 
conducted the evaluations, three other people evaluate the wine labels (2 friends, 1 
random) in the same manner.  
Criteria Analysis 
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• Top to Bottom- This variable was decided by which direction the wine labels 
art/text is moving.  This Label is a good example of movement from top to 
bottom.  The gold figure at the top of the label, to the smaller font size at the 
bottom.  Even the shape of the actual label is larger at the top and comes down at 
an angle.   
Top to Bottom movement received a (1) No movement received a (0). 
 
• Left to Right (Bottom label)- This variable was decided by which direction the 
wine labels art/text is moving.  This Label is a good example of movement from 
left to right.  The labels mass is on the left hand side and moves with the arc to the 
right.  
Top to Bottom movement received a (1) No movement received a (0).   
  
• Font Change (Right label)- This 
variable was decided upon if there 
was any change in font, not a change 
in font size or font color.  This label is 
a good example of what is looked for 
in font change, from cursive to 
standard text. 
Change in font received a (1) No 
change (0).     
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• Yellow/Orange; 25% or Less- This variable was decided upon if there was less 
than 25% yellow or orange used the label.  This label is a perfect example of 
yellow and orange being used but not over 25%.  
Less than 25% received a (1) more than 25% received a (0).  
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a) Abstract  
(b)  Realistic 
 
(c)  Else 
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• Abstract/Realistic/Else (above labels)- This variable was chosen to show the 
difference between what would be classified as abstract, realistic and else 
(Neither).  Abstract is characterized by any object, photo or painting on the label 
that does not resemble a life like image (a). Realistic is characterized by any 
object that resembles a life like image (b).  Else is simply categorized by a label 
having no imagery at all and simply  text (c). 
Abstract received a (1) realistic received a (0) and else received a (2). 
 
   
 
 
• Symmetry- Symmetry is valid if the label can be split either vertically or 
horizontally from the middle.  This label is a great example of vertical symmetry. 
Symmetry received a (1) not symmetric received a (0). 
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• Use of Gold- This variable was chosen to show the use of gold in the label (Not 
to be confused with yellow).   
Use of gold received a (1) no gold received a (0).    
 
Procedures for Data Analysis 
There will be seven variables used to analyze the fifty wine labels: Movement from 
top to bottom, left to right, font change, use of yellow and orange, abstract or realistic, 
symmetry and use of gold.  These variables will help break down each label specifically 
and show which label highlights particular characteristics.  
Once all the data has been collected, it will be statistically analyzed using regression and 
its t-tests and f-tests.  These tests will be able to show whether each variable has a 
correlation with any of the tested categories (e.g. rating, year, varietal or region).  
Correlation can be shown statistically threw regressions of particular X and Y variables.  
A regression is run by entering in the Y dependent variable (e.g. price) and the X 
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independent variables.  The model used is: Price (Y variable) = top to bottom, right to 
left, font change, yellow/orange, abstract/realistic/else, symmetry, and use of gold.  When 
the regression run, any number less than 0.1 shows a significant correlation between the 
two.  Final conclusions will show whether or not, a wine label’s art has any correlation 
with price. 
Assumptions and Limitations 
 One of the disadvantages to only having a copy of the wine label images is being 
able to properly evaluate the use of the golden ratio.  The golden ration can only be 
properly evaluated if you have the full size wine label to analyze.  For example, most of 
the wine labels have been minimized in order to increase the quality of the image (which 
makes it very difficult to measure the dimensions of the labels properly or at all).  For 
that reason, the golden ration will not be used in the analysis.  
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CHAPTER 4 
DATA EVALUATION AND INTERPRETATION  
Results 
 The tables show what differences were found when more than one evaluation was 
matched up to the data analysis (As well as using single evaluation data).   The yellow 
highlighted data shows which variables showed a significant correlation with the tested, 
dependent Y variables.  Any P-value that is less than 0.1 shows a significant correlation.   
Table #1- Price Regression (Vince’s data) 
Regression Statistics    
Multiple R 0.46    
R Square 0.21    
Adjusted R Square 0.08    
Standard Error 27.21    
Observations 50    
     
ANOVA     
  df SS MS F 
Regression 7 8281.11 1183.02 1.60 
Residual 42 31104.57 740.59  
Total 49 39385.68     
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Constant Variables Coefficients Standard Error t Stat P-value 
Intercept 38.83 12.74288851 3.05 0.00 
Top to Bottom 18.86 8.584608462 2.20 0.03 
Right to Left -10.70 13.22593902 -0.81 0.42 
Font Change -9.87 8.277651938 -1.19 0.24 
Yellow/Orange; 25% or Less 8.47 9.255352522 0.92 0.37 
Abstract/Realistic/Else 2.31 4.754328717 0.49 0.63 
Symmetry -14.69 8.791660616 -1.67 0.10 
Use of Gold 1.23 8.644875281 0.14 0.89 
 
In table #1 a regression was ran for price, using only Vince’s analysis.  The 
regression showed that there was a correlation between the movement of the label from 
top to bottom and the price of the wine.   
Table #2- Rate Regression (Using the rate of the wine as the dependent variable) 
Regression Statistics    
Multiple R 0.33    
R Square 0.11    
Adjusted R Square -0.04    
Standard Error 3.83    
Observations 50    
     
ANOVA     
  df SS MS F 
Regression 7 75.08 10.73 0.73 
Residual 42 617.40 14.70  
Total 49 692.48     
     
Constant Variables Coefficients Standard Error t Stat P-value 
Intercept 87.73 1.80 48.87 0.00 
Top to Bottom 2.31 1.21 1.91 0.06 
Right to Left 0.15 1.86 0.08 0.94 
Font Change -1.20 1.17 -1.03 0.31 
Yellow/Orange; 25% or Less 0.53 1.30 0.41 0.69 
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Abstract/Realistic/Else -0.16 0.67 -0.24 0.81 
Symmetry -1.02 1.24 -0.82 0.42 
Use of Gold -0.21 1.22 -0.17 0.86 
 
In table #2 a regression was ran for rate, using only Vince’s analysis.  The 
regression showed that there was a correlation between the movement of the label from 
top to bottom and the Parker rating of the wine. 
Table #3- Price Regression (Vince and Jordan’s data combined) 
Regression Statistics    
Multiple R 0.42    
R Square 0.18    
Adjusted R Square 0.12    
Standard Error 26.53    
Observations 100    
     
ANOVA     
  df SS MS F 
Regression 7 14001.45 2000.21 2.84 
Residual 92 64769.91 704.02  
Total 99 78771.36     
     
Constant Variables Coefficients Standard Error t Stat P-value 
Intercept 42.12 9.01 4.67 1 
Up to Down 7.06 5.87 1.20 0.23 
Right to Left -17.89 8.97 -1.99 0.05 
Font Change -10.62 6.22 -1.71 0.09 
Yellow/Orange 9.67 6.11 1.58 0.11 
Abstract/Realistic/Else 6.17 3.35 1.84 0.07 
Symmetry -13.08 6.25 -2.09 0.04 
Use of Gold 3.21 5.55 0.58 0.56 
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 In table #2 a regression was ran for price, using both Jordan and Vince’s analysis.  
In this regression there was a significant increase in the number of variables that showed 
correlation between price.  Table #2 shows that variables; left to right, font change, 
abstract/realistic/else and symmetry have a strong correlation to price but no longer has a 
correlation to variable “Top to Bottom.”  
Table #4- Rate Regression (Using the rate of the wine as the dependent variable)  
Regression Statistics    
Multiple R 0.31    
R Square 0.09    
Adjusted R Square 0.03    
Standard Error 3.69    
Observations 100    
     
ANOVA     
  df SS MS F 
Regression 7 130.87 18.70 1.37 
Residual 92 1254.09 13.63  
Total 99 1384.96     
     
Constant Variables Coefficients Standard Error t Stat P-value 
Intercept 88.20 1.25 70.35 0.00 
Up to Down 1.07 0.82 1.32 0.19 
Right to Left -0.80 1.25 -0.64 0.52 
Font Change -1.39 0.86 -1.61 0.11 
Yellow/Orange 0.78 0.85 0.92 0.36 
Abstract/Realistic/Else 0.50 0.47 1.07 0.29 
Symmetry -0.99 0.87 -1.13 0.26 
Use of Gold -0.49 0.77 -0.64 0.52 
 
 In table #4 both Jordan and Vince’s analysis were used and showed zero 
correlation between any of the variables and the wine’s Parker rating.      
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CHAPTER 5 
SUMMARY AND CONCLUSION 
Summary 
 The final data concluded that there was some variables that had correlation 
between the price of wine and its Parker rating.  After the regressions were run and the 
data analyzed, only five variables showed to have a strong correlation with the dependent 
variables (Price and rate).  The most common variable that showed high levels of 
correlation was “Top to Bottom.”  Having a P-value of less than 0.1 for two out of the 
four regressions.  The regressions showed that the little correlation that was found in the 
analysis was related to the price.  The only significant correlation related to the Parker 
rating was the “Top to Bottom” variable.  There is very little correlation between a Parker 
rating and the aesthetics of a wine label.  
Conclusion 
 In all, a wine labels value is only as good as the wine itself.  The tests proved that 
there is little to no correlation between wine label design aesthetics and price.  The null 
hypothesis is accepted.    If there is a correlation between the aesthetics of wine labels 
and which bottle of wine the average consumer purchases on a Tuesday night, it is a 
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choice that is not statistical or mathematical.  Some of the wines that receive the highest 
parker scores have the simplest labels and some of the most intricate labels are the least 
expensive.  So, like a book, don’t judge a wine by its label.    
Recommendations 
 Recommendations for purchasing wine to the average drinker would be to trust 
their own palates and to have fun.  Try new wines!  Even if you like a particular bottle 
that you recently bought, go the next night and try a different one.  There are so many 
great wines out in the market today at value prices.  If you not feeling very adventurous, 
know what you like, do your homework.  The Internet can show you in a few seconds, 
which wines to buy, in any varietal, at any price, by any winery (And chances are you’ll 
be able to find it at your local grocery store).  Ultimately wine is meant to be enjoyed, not 
a stressful walk down the wine isle.  If a wine label is what grabs your attention first, then 
go for it and enjoy.    
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